
























































































































































































































































































































































日＼ 欲求とバー チャル ｜製品に対する満足｜パフォー マンスと J価格に対する満足｜の開館確認過程
パフォー マンス
｜ ｜火》｜摘に対する満足｜設計過程 ｜＼ 
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A segmentation approach that has been one of the most effective marketing tools to 
allocate the firms’日sourcesin order to maximize their pro日tsIS now facing its limitation 
of applicat旧日toward so called“new consume目”.Their needs and wants are dife田ntiated
and quite individualized, the問fo問 theyare not completely satisfied with the producer-
onented products or services. 
Due to the recent rapid changes in information technology (IT) and production 
technology, the producers are able to produce individually customized products at the 
cost and velocity of mass production system. This mnovation is called‘mass 
customization’It 1s a new imperative in business, that puts the fulfillment of needs and 
wants of i『1d1vidualcustomers within the company without sacnficing efficiency. 
None of the consumer satisfaction research, however, focused on this innovative 
business paradigm yet. Thus, the pu中oseof this article is to construct the conceptual 
model for consumer satisfaction formation when purchasmg mass customized products. 
The conceptual model constructed in this article is devided into two parts. Since 
mass customized products are often purchased using IT devices such as Internet, a 
consumer will vITtually experience his/her sausfaction formation process before he/she 
actually determines the purchase FITst, this process is designated as“virtual model”． 
Then, the consumer who has satisfied with the product performance indicated in the 
virtual model will actually decide to purchase the product Second, this decision making 
process is C剖led“realmodel” 
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By connecting these two models, the process of consume内 psychologicalchanges in 
buying mass customized products is clearly displayed 
